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are queues out- side for each
new drop of stock. When | visit on a
weekday afternoon, there’s a steady stream
of teenagers with their parents, US tourists
and actual skaters. This regular supply of ea-
ger customers is down to a treat-’em-mean,
keep-'em-keen policy: Palace only produces
small runs of each design. Tanju says this is
due to his short attention span, and a kind
of Panini sticker “got-need” appeal. “There’s
a constant flow of little things,” he says. “Peo-
ple come in to the shop, grab it and go, and

then are like: ‘I didn’t get a particular T-shirt,

why didn’t | get it?’ It’s quite fun.” T

Tanju, a likable, grinning §
33-year-old, has an infectious #-
teenage energy that runs
through his brand. On the
day we meet, he is wear- °
ing Rupert Bear checked
trousers, Palace sweat-
shirt and a cap. He is re-
sponsible for the prod-

uct descriptions on the website, which

have a cult follow- ing among
Palace fans. For- get practical
details on fabrics: bomber is

“112% gully” (au- hentic and
street, to anyone [F SN & 30). A
sweatshirt is ex- Wplained  with

the words “I'm crav-
fucking cheese”. “I
TV with a takeaway
my iPhone absolute
bullet points and
it funny,” he says. The culinary
references are down to his penchant
for the Food Network. Part of Palace’s ability
to keep its cool while growing as a business
is down to that unbottleable thing: authen-
ticity. Tanju lives and breathes skate culture,
and talks fondly of spending 12-hour days
skating at the Southbank skate undercroft
as a teenager. He started making videos of
his friends’ tricks, and Palace, the label, fol-
lowed, initially as a way to sponsor skaters,
and named in ironic tribute to the scuzzy flat
Tanju lived in at the time. He partnered with
friend Gareth Skewis and signed skaters
Blondey, Chewy and Lucien, who still work
with the company now. “We have a back-
bone,” says Tanju. “There’s a skate gang and
a crew of people.”
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a Turkish ex-pro footballer father and En-
glish mother who worked in the family
restaurant. Together they ran Jack’s Place,
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